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ABSTRACT
ENVIRONMENTAL SUSTAINABILITY PRACTICES IN THE HOSPITALITY
INDUSTRY OF ORANGE COUNTY, CALIFORNIA
LAUREN DOHERTY
JUNE, 2013

The hospitality industry is growing rapidly in its practice and implementation of green
initiatives in order to preserve the natural environment and successfully meet the needs
and desires of green-minded consumers. The purpose of this study was to assess the
environmental sustainability practices in the hotel and special events industries of Orange
County. Data was collected from participants representing seven different hotel and event
venues in Orange County. The instrument used consisted of semi-structured, with some
forced-choice interview questions pertaining to the sustainability practices of each
property. The results indicated that the seven properties are actively establishing and
practicing environmental sustainability practices and are motivated to continuously seek
further improvement. This is a critical study to be utilized in comparing the Orange
County hospitality industry’s current and future sustainability progress with other areas
throughout the world. This study concluded by making special event sustainability
recommendations.
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Chapter 1
INTRODUCTION AND REVIEW OF LITERATURE

Background of Study
Throughout the nineteenth and early twentieth centuries, environmental
sustainability focused on the preservation of land, wildlife, water, and air resources
throughout the world. The significance of these feats was furthered in 1969 by the first
establishment of a United States national policy for environmental sustainability with the
passage of the National Environmental Policy Act (NEPA). The purpose of the NEPA
was to, “foster and promote the general welfare, to create and maintain conditions under
which man and nature can exist in productive harmony and fulfill social, economic and
other requirements of present and future generations” (U.S. Environmental Protection
Agency, 2013). Therefore, it is very important to emulate the model of environmental
sustainability to ensure that there remains a balance and interconnectedness of human
society and the environment’s needs (Morelli, 2011). As the world moves toward what
Thomas Friedman called the “green revolution”, people throughout the world are seeking
to decrease environmental damage and establish more environmentally friendly practices
(Friedman, 2008).
In particular, industries such as the hospitality and events industries are beginning
to participate in this “greening” trend. The hospitality industry relies heavily on the
availability of natural resources to remain successful and appealing to clients. However,
many of the goods and services they provide are “resource intensive, resulting in a
significant ecological footprint,” and a highly visible waste generation is produced
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(Bohdanowicz, 2005, p. 188). Similarly, “with the underlying notion of sustainability
being the ability to meet the needs of today while protecting and enhancing opportunities
for the future, the event industry needs to focus further at achieving more sustainable
practices” (Dickson, 2010, p. 243). In both the hospitality and event industries’ attempts
to achieve more environmentally sustainable practices, there has been a lack of
“consistency in the definition and measurement of [environmental] sustainability”
(Ricaurte, 2012, p. 7). In addition, there is a lack of knowledge and communication of
environmental sustainability amongst consumers and the industries’ top executives. Very
little is known about the motivations, attitudes, and perceptions of these individuals
regarding the need for and practice of environmental sustainability.
Communicating the practices and performance to consumers, and establishing
awareness and education to a broader stakeholder audience, are the key concepts to
increasing the standardization of environmental sustainability in the industries (Ricaurte,
2010). With the lack of standardization of environmental sustainability practices and a
lack of research conducted to understand the motivations, attitudes and awareness of
these practices, there is significant gap in the success of “greening” the industries.
Therefore, the purpose of this study was to assess the environmental sustainability
practices in the hotel and special events industries of Orange County.

Review of Literature
Research for this review of literature was conducted at Robert E. Kennedy
Library on the campus of California Polytechnic State University, San Luis Obispo. In
addition to books and other resources, the following online databases were utilized:
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Academic Search Elite, Hospitality and Tourism Complete, and Google Scholar. This
review of literature is organized into the following topic areas: sustainability practices in
the hospitality and events industry and motivations, attitudes, and perceptions of
environmental sustainability.
Sustainability practices. Due to the current state of the environment, businesses
and industries have begun to incorporate sustainability practices to meet consumers’
environmental issue concerns, current industry standards, and to create an environment of
sustainable development for future generations. This section reviews research on
environmental sustainability practices in the hotel and event sectors of the hospitality
industry.
According to Butler (2008), “green or sustainable development will be the new
norm – and the norm is something enduring” (p. 234). According to Wu and Dunn
(1995), “with regard to the environmental movement, businesses can be motivated to
embrace change brought about by consumers, government, competition, and ethical
responsibility” (p. 23). In order for the hospitality industry to respond to the
environmental movement, an effort must be made to respond to the eco-friendly demands
of consumers, to meet current environmental regulations, and to establish sustainable
practices (Wu & Dunn, 1995).
In a study conducted by Bader (2005), there are many benefits that sustainable
efforts can bring to hotels, such as appearing attractive to guests, creating a positive
reputation, and being cost-effective. In addition, because the payback period is relatively
short and there are long-term economic savings, implementing sustainable measures is a
financially sound investment for hoteliers. The author also noted that Implementing
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sustainable practices also delivers positive public relations through marketing,
recognition, and awards, ultimately increasing customer demand. Bader also noted that in
an effort to support the implementation process, several national and international
organizations exist to reward the industry’s most sustainable business practices. For
example, The International Hotel & Restaurant Association (IH&RA), which is
associated with the UN Environmental Programme, presents the Environmental Award to
the most environmentally proactive companies within the industry. Several magazines
and publications award the industry’s sustainability achievements, such as Smithsonian
Magazine and Conde Nast Traveller; with recognition from well-known publications,
customers become aware of the industry’s top environmentally friendly companies
(Bader, 2005).
Bader also found that despite the benefits of implementing sustainability
practices, there remains a lack of motivation to move toward sustainable business
practices in the industry. The author’s research indicates that while efforts have been
made, sustainability practices are still not mainstream; only a few of the industry’s hotels
and venues have made sustainability a part of their core business routine and goals, and
each is at a different level of practice. Also, there remains a lack of knowledge and
awareness of the industry’s leaders of the environmental, economic, and social benefits
gained through sustainability. Without proper education and motivation to understand the
benefits and costs, sustainability is far from becoming the industry standard (Bader,
2005).
Some of the best options for certification in the hotel industry include the Green
Seal, Leadership in Energy and Environmental Design (LEED), Green Globe 21,
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GreenLeaf, Ecotel, and Energy Star (Butler, 2008; Pizam, 2009). In addition, the top
measurement systems, Global Sustainable Tourism Criteria and the International Tourism
Partnership’s Sustainable Performance Operation Tool, “provide sustainability criteria for
hotels to evaluate and benchmark performance while gaining industry-wide recognition
for their efforts” (Levy & Park, 2011, p. 147). Despite their existence, there is a lack of
uniformity of standards for certification. With each body setting its own standards, the
specific criteria and levels are very different, therefore making it difficult for customers
to understand which properties are truly environmentally friendly (Pizam, 2009).
In a study conducted by Dickson (2010), sustainability is particularly difficult for
the meetings and events sector because associations are not offering or encouraging
event/meeting planners with strategic training and accreditation, nor is there a developed
set of compliance standards. The author also noted that the accreditations that do offer
sustainable practice information limit the information to practical reference guides, which
often prove to be impractical for the event/meeting planner to implement. In addition to
the lack of an established uniformity, standards are not tailored to the particular sectors of
event management, such as business events, festivals, conferences, trade shows,
exhibitions, and special events (Dickson, 2010).
In an effort to fill the gap of sustainability practice standards, “the major hotel
brands, including Marriott, Hilton, Fairmont, and Starwood, are launching initiatives and
announcing environmental programs that are likely to have sweeping effects on the
development and operation of their properties” (Butler, 2008, p. 235). These chainaffiliated hotels are among the greatest adopters of sustainable practices because they
have access to greater resources than smaller, independent hotels and tourism operators.
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Chain-affiliated hotels provide guests with water and energy saving tips, and they donate
used furniture and appliances, conserve paper through the use of email, purchase safer
chemicals and cleaners, buy in bulk, and reuse linens (Bader, 2005). While being
environmentally friendly largely means controlling and managing waste, it also pertains
to the types of products that are purchased; environmentally friendly products include
those that are “energy efficient, recyclable, made from post-consumer products, or locally
grown” (Bader, 2005, p. 726). While these practices exist in the hotel sector, the event
management sector has yet to develop such standards, particularly in the areas of food
and beverage selection and waste management, paper product purchases and waste
management, and venue/site selection. Therefore, the event sector is in dire need of
furthering the movement towards the “greening” of events (Dickson, 2010).
With the need to meet the sustainability needs of today and enhance the
opportunities of the future, the hospitality industry must further analyze the attitudes,
motivations and perceptions of sustainability practices among industry leaders and
consumers.
Sustainability motivations, attitudes, and perceptions. Although extensive
research exists to understand the variety of industry standards and best practices in place,
little has been explored in the area of attitudes towards and perceptions of environmental
sustainability. The main areas that are explored in this section include: consumers’
attitudes toward green initiatives, consumers’ knowledge and environmental awareness,
and event organizers and hoteliers’ attitudes towards green initiatives.
Due to the high visibility of the hotel industry, there is an opportunity for hotels
throughout the world to become examples of environmentally friendly practices and “act
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as a conduit of dissemination of information about sustainability” (Kang, Stein, Heo, &
Lee, 2012, p. 564). However, due to the hotel industry’s reliance on guests to influence
its social, environmental, and decision making process, hotels are hesitant to become
completely invested in greening initiatives. In a study conducted by Kang, Stein, Heo and
Lee (2012) to determine guests’ willingness to pay for environmentally friendly hotel
operations, there was a positive relationship between guests’ environmental concerns and
their willingness to pay more for the hotel’s sustainable practices. Therefore, the hotel
industry can no longer view hotel guests as passive consumers who are solely seeking
luxurious services; rather, they are environmentally conscious consumers seeking
emotional satisfaction by positively contributing to social and environmental changes.
In addition to the hotel sector, little is known about the awareness and knowledge
of environmentally sustainable practices of consumers in the meetings and events sector.
With the increase in meeting and event planners’ attempts to decrease the negative
environmental impacts of meetings and events, it is important to understand if event
attendees are interested in or aware of the environmentally friendly practices of the
meetings and events they attend. The results of several studies investigating the
perceptions of convention attendees pertaining to green meetings indicated that attendees
were willing to stay in the same hotel where the meeting was held, consume food that
was locally sourced, minimize food and beverage waste, limit the use of air conditioning
in unoccupied meeting spaces, and use recycled notepads from previous events (Kang,
Stein, Heo, & Lee, 2012; Park & Boo, 2010; Rittichainuwat & Mair, 2012). Park and Boo
(2010) also found that attendees agreed that air travel, solid waste and food and beverage
waste were the most harmful event outputs to the environment.
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Furthermore, while attendees were interested in participating in these green
initiatives, they did not express a willingness to pay more for green meetings, therefore
indicating that financial sacrifice for green initiatives is still new for the industry (Park &
Boo, 2010; Rittichainuwat & Mair, 2012). According to the perception results of
Rittichainuwat and Mair’s study (2012), not all types of attendees agreed with the overall
look and feel of the green meeting; sponsors, for example, viewed the atmosphere and
ambience of the event to appear somewhat cheaper or less-exclusive than more traditional
events. While there are differences in opinion among meeting and event attendees, the
industry’s planners should ultimately be aware of green initiative options (Rittichainuwat
& Mair, 2012). With an increase in options to motivate and inform consumers in the
meetings and events sector, “higher levels of environmental responsibility can outweigh
the barriers to perform…and environmental perception and the sense of responsibility”
can lead the industry toward “environmentally sustainable growth” (Park & Boo, 2010,
pp. 108-109).
Research has also been conducted to understand the motivations, attitudes, and
perceptions of environmental sustainability of the industry’s leaders. According to the
findings of Mair and Jago (2010), the primary support for sustainability initiatives comes
from a small population of very committed individuals, for whom the environment is an
important personal issue. The authors also noted that the industry’s leaders stated that
gaining a competitive edge over other industry leaders, being seen as green, and building
a Corporate Social Responsibility (CSR) business foundation were of vital importance
and drive towards sustainability (Mair & Jago, 2010). In addition, Bohdanowicz (2005)
found that the incentives for increasing environmentally friendly activities for hoteliers
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include: “1) reducing operating costs, 2) the demands of customers, 3) the desire to
improve the image of the facility, and 4) the will to diminish environmental damage” (p.
193). Despite leaders’ fears of the potential economic impact of implementation, green
initiatives can be successfully accomplished and become a financially viable investment
through: an increase in customers’ environmental awareness and demand for green
initiatives, the creation and reporting of a cost-benefit analysis, the establishment of
government incentive programs, the involvement of environmental organizations, and the
participation of customers in environmental activities (Bohdanowicz, 2005).
Summary. The hospitality industry is a vital component of the environmental,
social, and economic development of tourism and leisure services throughout the world.
Due to the rapid changes toward a green “revolution,” it is important to understand the
potential impact of environmental sustainability and the motivations, attitudes, and
perceptions of this practice in the industry. The challenges of sustainability in the hotel
sector, the current industry standards, and the need for standardized practices in the
meetings and events sector are each integral components in the analysis of the industry’s
environmentally sustainable practices. It is critical to investigate the motivations,
attitudes, and perceptions of hoteliers, planners, and consumers in order to understand the
current and future goals for the industry’s green initiatives. It is through the integration of
these concepts that an innovative, insightful study of the industry’s green initiatives was
created.
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Purpose of the Study
The purpose of this study was to assess the environmental sustainability practices
in the hotel and special events industries of Orange County.

Research Questions
This study attempted to answer the following research questions:
1. Are the selected Orange County hotels utilizing sustainability practices in
their hotel operations and the events they produce?
2. Are the selected Orange County event venues utilizing sustainability practices
in the events they produce?
3. What are the motivations, attitudes, and perceptions of environmental
sustainability among hoteliers?
4. What are the motivations, attitudes, and perceptions of environmental
sustainability among event and meeting planners?
5. Is there a relationship between environmental sustainability practices and
event type?

Delimitations
This study was delimited to the following parameters:
1. Information on environmental sustainability practices was gathered from
event/meeting planners and hotel managers of selected Orange County
companies.
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2. The specific event/meeting planners’, in house venues’, and hotel companies’
environmental sustainability practices were analyzed.
3. The data were collected from select in house venues and hotels in Orange
County, CA, specifically in the southern-most beach/inner city areas.
4. The data were collected during the spring of 2013.
5. Information for this study was gathered using a person to person interview
method and industry research data on this subject.

Limitations
This study was limited by the following factors:
1. The instrument used in this study was not tested for reliability or validity.
2. The small sample size does not necessarily reflect the correct and most
knowledgeable individuals of the industries.
3. The data collection is a result of convenience sampling of the most well
known hotels and event venues in the Orange County area.
4. The data collected does not necessarily reflect the most educated and current
information from the industries’ professionals.

Assumptions
This study was based upon the following assumptions:
1. It was assumed that the participants would respond honestly and to the best of
their knowledge.
2. It was assumed that the participants were the correct individuals to be

11

interviewed for data collection.
3. It was assumed that the selected hotels, venues, and event companies were
representative of the population.
4. It was assumed that the participants were somewhat knowledgeable of the
topics/questions being asked.
5. It was assumed that the participants were interested in the topic of the study
and its relevance to the industries.

Definition of Terms
The following terms are defined as used in this study:
Attitude is a person’s enduring systems of beliefs, opinions, and points of view
regarding a topic (Oxford English Dictionary, 2013). A person’s attitude can be examined
on a cognitive, emotional, and/or behavioral level (Eagly & Chaiken, 2007).
Environmental sustainability is a concept, that, has as its goal, to create and
maintain conditions under which people and nature can co-exist in productive harmony
while fulfilling social, economic, and other requirements of present and future
generations (U.S. Environmental Protection Agency, 2013).
Motivation is a person’s internal and external factors affecting action and
behavior (Center on Education Policy, 2012; Oxford English Dictionary, 2013).
Perception is a person’s ability to process external stimuli with a person’s sensory
systems, forming visual, auditory, tactile, olfactory, and gustatory representations of the
external world (McMaster University, 2013, para. 1; Oxford English Dictionary, 2013).
Perception is also the lawful relation between environmental events and subjective
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experience” (McMaster University, 2013, para. 1).

Ethical Consideration
This study was conducted under the ethical guidelines of the American
Psychological Association (2002), the American Educational Research Association
(AERA, 2000), and the National Recreation and Park Recreation Association (2013). In
addition, this study followed the guidelines of, and was approved by, the Human Subject
Committee of California Polytechnic State University, San Luis Obispo (Cal Poly, 2013).
The Human Subjects Committee approval number for this study is Monday, April 8,
2013 at 5:10 pm. Appendix B contains an example of the informed consent form that was
distributed to each participant in this study. In order to maintain the confidentiality of the
participants, this study utilized pseudonyms to refer to each participant and did not
include participants’ personal information.
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Chapter 2
METHODS AND PROCEDURES
The purpose of this study was to assess the environmental sustainability practices
in the hotel and special events industries of Orange County. This chapter includes the
following sections: description of subjects, description of instrument, description of
procedures, and method of data analysis.

Description of Subjects
That data were collected about seven companies in the hotel and events industries
of Orange County, California. Specifically, the companies chosen included hotels and
convention/business centers. The data were collected from companies that are located in
the cities of Anaheim, Irvine, Laguna Niguel, Laguna Beach, and Huntington Beach. The
data were collected from industry professionals, including hotel managers and event
planners, convention managers, and meeting/event planners. These individuals were
chosen because they represent the most desirable, well-renowned event/meeting locations
in Orange County and they are knowledgeable of environmental sustainability in the
industries’ practices. The subjects of the study were chosen utilizing expert sampling.

Description of Instrument
The instrument used in this study consisted of semi-structured items, with some
forced-choice interview questions (see Appendix A). The instrument was developed by
the researcher and consists of two question topics: environmental sustainability practices,
as well as motivations, attitudes, and perceptions of environmental sustainability
14

practices. To create the semi-structured interview questions, the researcher utilized the
extensive peer-reviewed research conducted on the topic of environmental sustainability
practices in the hospitality and events industries, as well as the motivations, attitudes, and
perceptions of environmental sustainability practices of the industries’ professionals. The
instrument consists of five questions pertaining to the topic of environmental
sustainability practices, and seven questions regarding the motivations, attitudes, and
perceptions of environmental sustainability practices. As mentioned previously, some of
the questions were forced-choice questions, which elicited “yes/no” responses. The
remaining questions were open-ended items. The first set includes questions about
educating clients/guests about environmental sustainability and factoring in
environmental sustainability in the site selection process for events. The second set
includes questions about the benefits and costs of practicing environmental sustainability
and whether customers request sustainability practices at their events.
Within each of the sets of questions there are additional questions that allow the
researcher to further delve into particular sub-topics, such as energy and water
conservation and any social benefits of practicing environmental sustainability. The
second topic of questions in the instrument was chosen in order to ease the subject into
eliciting more elaborate, thoughtful responses (see Appendix A).
When the researcher met with the participant, the researcher informed the
individual that participation in the interview and the answering of any of the questions
was completely voluntary, and that their personal information would remain completely
confidential. The researcher then provided the participant with a copy of the Human
Subjects Approval and Consent Forms. If the participant agreed to participate in the
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interview, the researcher then informed the participant that their responses would be
recorded with the use of a pad of paper and a pen, as well as the use of a voice-recording
device.
The instrument was field tested for usability, clarity, and timing purposes. In
addition, the instrument and procedures were reviewed and approved by Cal Poly’s
Human Subjects Committee. The Informed Consent Letter, which informed the
participant of the content, reason, and their role in the study, was also reviewed and
approved by Cal Poly’s Human Subjects Committee (see Appendix B).

Description of Procedures
To conduct the face-to-face interviews, the researcher first researched the
companies of the hospitality and event industries utilizing the following Google search
criteria: the top event/meeting venues Orange County, the top hotels for events/meetings
in Orange County, the best venues for special events in Orange County, and the top
convention/business centers in Orange County. The companies were then chosen from
the websites found in the search results, such as the cities’ convention and visitor bureaus
and general city information websites. A list of seven companies of the hospitality and
events industries, consisting of a combination of hotels and convention/business centers
was then compiled. The selected companies were then contacted through telephone
calling procedures, and the researcher asked to speak with the event and catering
departments of the properties. The script the researcher utilized in this task was:
Hello, my name is Lauren Doherty and I am a student at California
Polytechnic State University, majoring in Recreation, Parks & Tourism
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Administration. I am conducting a senior project on the environmental
sustainability practices of the hospitality and event industries, and I would
like to conduct a personal interview with professionals in the industry. If
possible, I would like to speak with the event, meeting or catering
manager of [insert name of company].
Once contact was made with the participant, the researcher asked if the individual would
be willing to participate in an in-person interview with the researcher and described the
purpose of the study. The script the researcher utilized in this task was:
Hello [participant name], thank you for your willingness to speak with me.
My name is Lauren Doherty and I am a student at California Polytechnic
State University, majoring in Recreation, Parks & Tourism
Administration. I am conducting a senior project on the environmental
sustainability practices of the hospitality and event industries, and I am
conducting interviews with professionals in the industry. If possible, I
would like to interview you about the environmental sustainability
practices of [insert name of company] in an in-person interview scheduled
at your convenience.
If the individual agreed to participate in the interview, the researcher then set-up a date,
time, and place to conduct the interview.
When conducting the interview, the researcher asked the interview questions in a
consistent manner for each participant. The researcher asked the participant open-ended
questions from the script in two topic areas: environmental sustainability practices and
motivations, attitudes, and perceptions of environmental sustainability practices. If the
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participant responded to a particular question in a certain manner, sub-topic questions
were then asked (see Appendix A for the instrument script). If the participant needed
further prompting in order to provide more elaborate responses, the researcher prompted
the participant with questions such as “can you please describe that particular practice
further” or “can you please elaborate on your motivation to…” (see Appendix A for
prompting questions).
Following the completion of the interview questions, the researcher thanked the
participant for his or her time in conducting the interview. In addition, the researcher
informed the participant that a copy of the research data and the final research report
would be available for his or her reference. Following the completion of the interview
process, the researcher collected the detailed notes of the participants’ responses and
transcribed the voice recordings in order to categorize and describe all of the data
collected for the study. The data was collected throughout a two week period.

Method of Data Analysis
The data were collected utilizing detailed, written notes and a digital voice
recorder for each of the interview questions. Following this collection, the data were then
transcribed into Microsoft Word and Excel in order to develop categories or themes for
the responses collected. In order to test the data analysis for reliability, the researcher
utilized the inter-rater reliability method by collaborating with an assistant to separately
sort the data into common themes, and then compare the results; the goal was to reach
80% agreement on the sorting of the data. The data were then analyzed by research
question. The research questions about the overarching knowledge of environmental
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sustainability and whether the selected Orange County hospitality companies practice
environmental sustainability were answered through asking questions about the meaning
of environmental sustainability within the industry, what the specific practices and/or
policies they have, and how they inform their guests/clients/employees of environmental
sustainability in the industries. The interview questions were both open-ended and
forced-choice in order to most accurately answer the research questions, therefore, the
data collected were tabulated using frequencies and percentages. For each interview
question, a data table was generated displaying the responses of each participant. In order
to assist the reader in analyzing the data tables, the researcher assigned each participant a
number that corresponded with his or her affiliated property. Table 1 presents the names
of the participants by venue and participant number. For the remainder of this study, each
venue is referred to by its corresponding participant number.
In addition to participants’ number assignments, if a participant answered a
question by indicating that the question does not apply to his or her business practices,
that question was not added to the frequency or percentage analysis. For example, if one
participant out of seven said the question did not apply to his or her business, the
frequency and percent calculations were based upon six participants.
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Table 1
Participants, by Venue Names and Participant Numbers
Participants
Venue Names

Participant Number

The Anaheim Business Expo Center

1

The Anaheim Convention Center

2

The Montage, Laguna Beach

3

The Ritz-Carlton, Laguna Niguel

4

The Anaheim Marriott Hotel

5

The Irvine Marriott Hotel

6

The Hilton Waterfront Beach Resort

7

The second set of research questions, which asked about the motivations,
attitudes, and perceptions of environmental sustainability practices were open-ended
questions. These questions were answered by asking the participants why environmental
sustainability is important, what the costs and benefits of practicing environmental
sustainability are, what the goals versus actual practices are, whether their clients
motivate their practicing of environmental sustainability, and whether or not their clients
request environmental sustainability practices at their events. In order to analyze the data,
the constant comparison method was used. Using this method, the researcher looked for
themes and/or consistencies in each interview transcript. With thorough analysis, subthemes and/or consistencies were developed and analyzed. The identified themes and/or
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consistencies were compared among each transcript. The constant comparison method
analysis was then documented for the reader to understand how the transcripts were
scored and analyzed. This document, or protocol, most accurately described this
qualitative data.
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Chapter 3
PRESENTATION OF THE RESULTS
The purpose of this study was to assess the environmental sustainability practices
in the hotel and special events industries of Orange County. The data for this study were
collected from seven companies in Orange County. Specifically, the data were collected
from five hotels and two conference and convention venues. The five hotels included The
Ritz-Carlton, The Montage, The Anaheim Marriott, The Irvine Marriott, and The Hilton
Waterfront Beach Resort. The two conference and convention venues included the
Anaheim Business Expo Center and the Anaheim Convention Center. The participants
interviewed were a combination of event, catering sales, guest relations, and meeting
managers. The data were collected through a face-to-face interview method in which the
participants were asked 14 semi-structured and forced-choice interview questions. The
interview instrument consisted of two question topics: environmental sustainability
practices, as well as the motivations, attitudes, and perceptions of environmental
sustainability practices. The researcher utilized both a voice recording device and
thorough note taking in order to accurately collect the data during each interview. After
completing the seven interviews, the researcher listened to the voice recordings and
accompanying notes in order to find the key points for each question of the 14 interview
questions. The 14 interview questions were then analyzed and common themes were
developed based upon the statements of the participants. The following information
reflects the themes and key points of each of the 14 interview questions.
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Interview Question 1
The first interview question dealt with the overarching environmental
sustainability knowledge and practice of the seven participants. After analyzing the data
from the seven participants, two themes emerged. The participants mentioned how they
analyze each aspect of the company’s daily operations in order to understand how to
become more conscious of product purchasing and operations, while simultaneously
meeting the needs of customers. The second theme was being energy and water efficient,
as well as practicing strict recycling programs. The themes reflect the broad and
narrowed opinions of the meaning of environmental sustainability and its place in the
hospitality industry.
In support of the first theme, Participant 2 noted that environmental sustainability
means understanding the entire pipeline, from understanding where products are
purchased to where product waste is sent. Participant 2 also stated that industry
professionals must ask themselves on a daily basis if they have done their best to be
environmentally sustainable, and if not, what must be done to reach their best. Participant
7 similarly stated that due to the industry’s massive waste generation, every detail of the
hotel’s operations and the events that are held must be meticulously analyzed in order to
effectively and efficiently reduce waste and conserve natural resources. Lastly,
Participant 3 emphasized that being in the hospitality industry, especially in the luxury
sector, means not compromising the guest experience to be sustainable; rather,
Participant 3 revealed that being knowledgeable and professional in the development of
sustainable practices and operations inevitably leads to sustainability being the standard
for The Montage. Although these participants’ responses reflected a more holistic
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understanding of environmental sustainability, several participants’ responses revealed
specific areas as representative of environmental sustainability.
In support of the second theme, Participant 1 felt that environmental sustainability
within the industry, specifically within the meetings sector, means ensuring that the
optimal energy and water conservation systems are in place, and the large amounts of
paper waste are reduced and recycled as much as possible. Similarly, the representative
Participant 5 felt that recycling as much as feasibly possible is the most important
measure to be taken in an industry that, by nature, produces substantial paper and plastic
waste. Paralleling Participant 3’s response, Participant 4 stated that at this point in the
green movement, environmental sustainability should be the standard; however,
Participant 4 emphasized that reducing, reusing, and recycling (The RRR policy) are the
most important practices within the industry because several of the products that are
purchased in the industry can be repurposed. Lastly, Participant 6 focused on hotels
specifically in her response by stating that energy and water conservation are crucial
practices to maintain and improve upon on a daily basis in order to truly “go green.”

Interview Question 2
The second interview question focused on the environmental sustainability
practices that the participants pursued in their personal lives and office environments.
After reviewing the data from the seven participants, all of the participants noted that
they practice sustainable efforts in both their personal lives and office environments,
however, there were varying degrees of participation and commitment in their practice of
sustainability.
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Table 2 represents the specific sustainability practices of each participant.

Table 2
Participants and Sustainability Practices, by Response, Frequency, and
Percentage
Participants
Sustainability
Practices

1

2

3

4

5

6

7

f (%)

Waste - recycle bin

Y

Y

Y

Y

Y

Y

Y

7 (100)

Waste - compost bin

N

Y

Y

Y

N

N

N

3 (43)

Waste - landfill bin

Y

Y

N

Y

Y

Y

Y

6 (86)

Waste - green bin

N

Y

Y

Y

N

N

N

3 (43)

Reusable drinking cup

Y

Y

Y

Y

N

Y

Y

6 (86)

Two-sided printing

Y

Y

Y

Y

N

Y

Y

6 (86)

Electronic commun.

Y

Y

Y

Y

N

Y

Y

6 (86)

Computer turn off

Y

Y

Y

Y

N

Y

Y

6 (86)

Soy ink

N

Y

Y

N

N

N

N

2 (29)

Paper repurpose

Y

Y

Y

Y

N

Y

Y

6 (86)

Reusable grocery bag

Y

Y

Y

Y

N

Y

Y

6 (86)

LED lights

Y

Y

Y

N

N

N

N

3 (43)

Rain water capture

N

Y

N

N

N

N

N

1 (14)

Zero/low HVAC usage

N

Y

Y

Y

N

N

Y

4 (57)

Organic/sustain food

Y

Y

Y

Y

Y

N

N

5 (71)

N = 10

15

13

12

3

8

9

% = 67

100

87

80

20

53

60

Note: Y = Yes and N = No.
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According to the data presented in Table 2, all of the participants practice
recycling in their personal lives and office environments. In addition, a majority of the
participants practice two-sided printing, use a reusable drinking cup, communicate
electronically, turn off their computers at night, repurpose paper, and use a reusable bag
at the grocery store. With a majority of the participants practicing the basics of
sustainability, it appears that they make environmental sustainability a priority in their
personal lives and office environments. However, while Participants 2, 3, and 4 are
sustainable in most of the categories listed above, Participants 1, 5, 6, and 7 are less
participatory in green initiatives.

Interview Question 3
The third interview question was designed to discover the specific sustainability
practices of each participant’s property and to learn about the unique ways in which each
property incorporates sustainability into the company’s daily operations and goals. The
broad categories that were discussed with the participants were waste, food and beverage,
products, conservation, and operations. While each participant offered a unique
perspective of his or her associated property’s sustainable efforts, all of the participants
noted that they recycle, purchase sustainable foods and products, and have developed
conservation systems in several areas of the properties’ operations. Table 3 highlights
waste sustainability behaviors.
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Table 3
Participants and Waste Sustainability Practices, by Responses, Frequency, and
Percentage
Participants
Waste
Practices

1

2

3

4

5

6

7

f (%)

Recycle – kitchen oil

N/A

Y

N

N

N

N

N

1 (17)

Food – donate

N

Y

Y

Y

Y

Y

Y

6 (86)

Recycle – dispos. wares

Y

Y

Y

Y

Y

Y

Y

7 (100)

Recycle – plastic

Y

Y

Y

Y

Y

Y

Y

7 (100)

Recycle – cardboard

Y

Y

Y

Y

Y

Y

Y

7 (100)

Recycle – glass

Y

Y

Y

Y

Y

Y

Y

7 (100)

Recycle – aluminum

Y

Y

Y

Y

Y

Y

Y

7 (100)

Recycle – bat, ink, bulb

Y

Y

Y

Y

Y

Y

Y

7 (100)

Recycle – soap bars

N/A

N/A Y

N

N

N

N

1 (20)

Compost

N/A

Y

Y

N

N

N

N

2 (33)

Landfill

Y

Y

Y

Y

Y

Y

Y

7 (100)

Green

Y

Y

Y

Y

Y

Y

Y

7 (100)

Sorting policy

N

Y

Y

Y

Y

Y

Y

6 (86)

f= 8

12

12

10

10

10

10

% = 80

100

92

77

77

77

77

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.

Table 3 shows the specific waste policies of each participant’s property, the seven
properties have thoroughly developed recycling policies. All of the participants noted that
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recycling is broken down into six or more categories, such as disposable wares, plastic,
cardboard, glass, aluminum, and batteries/ink/light bulbs. In addition, all of the
participants stated that they have green waste that is processed and reused for the
properties’ landscapes. With an increasing awareness of the food and beverage waste that
results from hospitality events and meetings, Participants 2, 3, and 4 noted that their
properties donate leftover or unused food items to local charities. Although the
participants felt that their properties processed waste in a sustainable way, Participants 2
and 3 revealed a higher level of commitment to sustainability through the practice of
recycling kitchen oils, recycling guest room soap bars, and composting.
Table 4 demonstrates the specific sustainable product purchasing practices of each
participant. Table 4 also shows the product purchasing policies for each participant and
there was a wide range of responses. Of the numerous categories listed above, the three
sustainable products that all of the participants’ properties use are in-house linens and
wares, recycled paper products, and low-chemical cleaning products. The other
categories that 86% of the participants’ properties purchase are biodegradable coffee
cups, lids, heat sleeves, box lunch containers, straws, and drinking cups. Of the seven
participants, Participants 2 was the only participant whose property is fully committed to
the purchasing of 100% sustainable products, while Participant 3’s property purchases
85% sustainable products.
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Table 4
Participants and Product Sustainability Practices, by Responses, Frequency, and
Percentage
Participants
Product
Practices

1

2

3

4

5

6

7

f (%)

In-house linens and wares

N/A N/A Y

Y

Y

Y

Y

5 (100)

In-house sustain. linens

N/A N/A N

N

N

N

Y

1 (20)

Use chemical-free products

N

Y

Y

Y

N

N

N

3 (43)

Use low-chem. products

Y

Y

Y

Y

Y

Y

Y

7 (100)

Bio cups, lids, heat sleeves

N

Y

Y

Y

Y

Y

Y

6 (86)

Bio box lunch contain.

N

Y

Y

Y

Y

Y

Y

6 (86)

Bio straws and cups

N

Y

Y

Y

Y

Y

Y

6 (86)

Reusable bags

N

Y

Y

Y

N

N

N

3 (43)

Recycled papers

Y

Y

Y

Y

Y

Y

Y

7 (100)

Soy ink for printing

N

Y

Y

N

N

N

N

2 (29)

Refill water bottles

N

Y

Y

Y

N

N

N

3 (43)

Recycled water bottles

N

Y

N

N

N

N

N

1 (14)

All natural bath products

N/A N/A Y

Y

N

N

N

2 (40)

f= 2

10

11

10

6

6

7

% = 20

100

85

77

46

46

54

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.

The third category of sustainable practices, conservation, is demonstrated in Table
5.
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Table 5
Participants and Conservation Sustainability Practices, by Responses, Frequency,
and Percentage.
Participant
Conservation Practices

1

2

3

4

5

6

7

f (%)

Energy – computer shut-off

Y

Y

Y

Y

N

N

N

4 (57)

Energy –star appliances

N/A Y

Y

N

Y

Y

N

4 (67)

Energy – motion sen. lights

N/A N

N

N

Y

Y

N

2 (33)

Water – towel & linen cards

N/A N/A N

Y

Y

Y

Y

4 (80)

Water – reclaimed use

N/A Y

Y

Y

N

N

N

3 (50)

Water – low-flow toilets

N/A N/A Y

Y

Y

Y

Y

5 (100)

Energy – LED lighting

Y

Y

Y

Y

Y

Y

Y

7 (100)

Energy – solar panels

N

Y

N

N

N

N

N

1 (14)

Re –duce –use paper

Y

Y

Y

Y

Y

Y

Y

7 (100)

Electronic communications

Y

Y

Y

Y

Y

Y

Y

7 (100)

f= 4

7

7

7

7

7

5

% = 40

88

70

70

70

70

50

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.

According to Table 5, the conservation policies differ from each participant. The
categories that all of the participants responded as being a part of their associated
properties’ conservation polices are low-flow toilets, LED lighting, reduced/repurposed
paper use, and the preferred use of electronic communication over paper communication.
Four of the five participants of the hotel properties stated that towel and linen reuse
reminder cards were placed in guest rooms in order to conserve energy, water, and
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housekeeping labor costs. The more complex and expensive to implement conservation
practices, such as Energy Star appliances, motion sensor lights, water reclamation, and
solar panels, received interest and positive response rates from all of the participants;
however, a low percentage of the participants noted their properties’ actual use of these
conservation efforts. None of the participants expressed the practice of 100% of the
above conservation practices, however, Participant 2’s associated property practices 80%
of the conservation practices.
The last category of sustainable practices, which includes food, transportation,
and services, is represented in Table 6. According to the data presented in the tables
above, the participants’ responses were very different from one another in terms of the
different food and beverage, transportation, services, and partnerships that each of their
properties participates in. The area that all of the participants stated that they were highly
dedicated to being sustainable in is food and beverage. All of the participants stated that it
is very important to their properties to seek out and purchase sustainable food that is
locally grown, organic (if possible), in season, and is ethically sourced (fish, meat, and
poultry). In addition to stating the importance sustainable food and beverage sourcing, all
of the participants that are associated with a hotel property felt that having in-house
linens is absolutely crucial to conserving water and energy, saving money on disposable
product purchasing, and maintaining a luxury feel for the property’s guests.
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Table 6
Participants and Miscellaneous Sustainability Practices, by Responses, Frequency,
and Percentages
Participants
Miscellaneous Practices

1

2

3

4

5

6

7

f (%)

Food – organic, sus., ethical

Y

Y

Y

Y

Y

Y

Y

7 (100)

Food – locally grown

Y

Y

Y

Y

Y

Y

Y

7 (100)

Food – sustain vendors

N

Y

Y

Y

N

N

N

3 (43)

Trans – venue vehicles

N

Y

Y

Y

N

N

N

3 (43)

Trans – sustain. fuels

N

Y

N

N

N

N

N

1 (14)

Trans – electric vehicles

N

N

Y

N

N

N

N

1 (14)

Products – in house linens

N/
A

N/
A

Y

Y

Y

Y

Y

5 (100)

Service – no water unless ask Y

N

Y

N

N

N

N

2 (29)

Service – no paper unless ask N/
A

N/
A

N

Y

Y

Y

Y

4 (80)

Partners – fair trade, sustain.

N

Y

Y

Y

Y

Y

Y

6 (86)

f= 3

6

8

7

5

5

5

% = 38

75

80

70

50

50

50

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.

Attempting to eliminate newspaper waste was also stated as being an important
sustainability effort by four of the five hotel property participants. Lastly, the majority of
the participants mentioned their properties’ involvement and dedication to at least one
fair trade/sustainability organization. The category that the participants noted was not an
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established green initiative is transportation. Only three properties operate venue
vehicles, and only one property offers sustainably fueled and/or electric vehicles. Overall,
the participants noted that their properties are continuing to dedicate their efforts to
improving sustainable product purchasing and service providing.

Interview Question 4
The fourth interview question sought to discover the different ways in which the
participants educate guests and clients about environmental sustainability, both at the
particular venue and in their daily lives. Each of the participants mentioned that creating
awareness among clients and guests is crucial to sustainability being fully implemented
into the company’s policies and image branding. Despite their overall understanding of
the importance of client and guest education, each participant’s perspective and definition
of educational policies varied. Table 7 reflects the sustainable educational practices for
each participant.
According to the data represented in the Table 4, there is a gap in participants’
properties stating the importance of educating clientele and actually implementing
educational policies for clientele. The only two categories of sustainability education that
the properties offer clientele are the incorporation of sustainability options when speaking
with clientele about meetings/events, and the recommendation of choosing various
sustainable options for clientele meetings/events. Apart from these categories, several
participants mentioned that their property’s website offers readily visible information
regarding its sustainability policies.
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Table 7
Participants and Interactions with Clients, by Responses, Frequency, and
Percentages
Participant
Interactions
with Clients

1

2

3

4

5

6

7

f (%)

Sustain. mention to client

Y

Y

Y

Y

Y

Y

Y

7 (100)

Sustain. recommend to client

Y

Y

Y

Y

Y

Y

Y

7 (100)

Only offer sustain. to client

N

Y

N

N

N

N

N

1 (14)

Offer sustain. info packets

N

Y

Y

Y

N

N

N

3 (43)

Sustain. info packet w/
sustain materials

N

Y

Y

Y

N

N

N

3 (43)

Sustain. info online

N

Y

Y

Y

Y

Y

Y

6 (86)

Mention CSR to clients

N

Y

N

N

N

N

N

1 (14)

Solicit client sustain. goals

Y

Y

Y

Y

N

N

N

4 (57)

Linen and towel reuse info

N/
A

N/A N

Y

Y

Y

Y

4 (57)

Recycle bins in rooms

N/
A

N/A N

N

Y

Y

N

4 (57)

Recycle bins in lobby areas

N/
A

N/A N

Y

N

N

N

2 (40)

Recycle bins in meet/event

N

Y

N

Y

N

N

N

1 (20)

Newspaper only upn. request

N/
A

N/A N

Y

Y

Y

Y

2 (29)

Sustain. education program
for clients

N/
A

N/A Y

Y

N

N

N

4 (80)

9

7

11

6

6

5

100

50

79

43

43

36

f= 3
% = 33

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.
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Despite these efforts to inform clientele of the variety of sustainable options available to
them, the only participant’s property that truly incorporates clientele education in each
area of the property’s functions and operations is Participant 2. Ultimately, in an industry
that exists to serve clientele, these particular properties demonstrate a lack of
commitment to serving their clientele’s educational need of understanding the importance
of environmental sustainability.

Interview Question 5
The fifth interview question focused on the policies that were developed at each
of the participants’ companies in order to include and educate all of the employees of the
company’s environmental sustainability practices and goals. The participants noted that
environmental sustainability awareness and education within the hospitality industry is
crucial in the process of attaining the company’s green initiatives. However, several of
the participants felt that in order for the educational process to truly be effective, the
process must be incorporated into other areas apart from the human resources
department’s emails, staff meetings, and new-hire information packets; the participants
that were exposed to more information and unique educational processes expressed a
deeper understanding and commitment to reaching the company’s green initiatives. Table
8 represents the specific employee educational practices of each participant’s company.
According to the data in Table 8, all of the participants’ companies educate their
employees by encouraging a reduction in paper waste, using a reusable cup or mug
instead of a one-time use plastic water bottle, and by encouraging employees to turn off
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their computers in the evening when they are not in use to save electricity. Apart from
these educational practices, 86% of the participants noted that they are continuously
educated on the company’s green initiatives through the discussions of sustainable policy
at meetings. Lastly, 86% of participants felt that the new-hire training process thoroughly
educated them on the company’s green initiatives. Despite these educational practices,
Participants 2 and 3 were the only participants to be educated in a variety of areas; due to
this variety in educational opportunities available to Participants 2 and 3, they both
emphasized a resulting passion and motivation to learn more about the newest learning
opportunities available in the hospitality industry, and in turn, share this information with
their fellow employees. Participants 1, 5, 6, and 7 noted the least educational
opportunities available to them, and also revealed a resulting lack of uniformity in
employee commitment and knowledge of the environmental sustainability practices
available to them on their particular properties.
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Table 8
Participants and Interactions with Employees, by Responses, Frequency, and
Percentages
Participants
Category

1

2

3

4

5

6

7

f (%)

Monthly tips

N

Y

N

N

N

N

N

1 (14)

Weekly emails

N

Y

Y

Y

N

N

N

3 (43)

Discuss policy at meetings

N

Y

Y

Y

Y

Y

Y

6 (86)

Solicit employee input

N

Y

Y

Y

N

N

N

3 (43)

Display policies in public

N

Y

Y

Y

Y

Y

Y

6 (86)

Reduce paper usage

Y

Y

Y

Y

Y

Y

Y

7 (100)

Encourage reusable cup/mug

Y

Y

Y

Y

Y

Y

Y

7 (100)

Encourage taking lunch work Y

Y

Y

Y

N

N

Y

5 (71)

Encourage electricity off

Y

Y

Y

Y

Y

Y

Y

7 (100)

Sustainable competitions

N

Y

N

Y

N

N

N

2 (29)

Provide reusable cup/mug

N

Y

Y

Y

N

N

N

3 (43)

Display vendor efforts

N

N

Y

N

N

N

N

1 (14)

Take landscape mulch home

N/A Y

Y

N

N

N

N

2 (29)

Take aluminum/glass home

N/A Y

Y

N

N

N

N

2 (29)

New-hires trained

N

Y

Y

Y

Y

Y

Y

6 (86)

f= 4

14

13

11

6

6

7

% = 31

93

87

73

40

40

47

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.
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Motivations, Attitudes, & Perceptions of Environmental Sustainability

Interview Question 6
The first question within this topic area focused on the overall importance of the
presence of environmental sustainability practices to each participant’s business. All of
the participants were unanimous in their positive opinion of the importance of
environmental sustainability to their businesses. They similarly stated that without an
awareness and practice of environmental sustainability in the hospitality industry, their
companies would not be able to continue to offer clientele with the best surrounding,
natural environments, programs, or hospitality services; in other words, environmental
sustainability, as many of the participants revealed, is a crucial component to the vitality
and profitability of the industry’s future. Table 9 represents the specific reasons why
environmental sustainability is important to each of the participant’s associated
properties. According to the data represented in Table 9, environmental sustainability is
most vital to the participants’ properties for five, unanimous reasons. All seven
participants noted that sustainability is important to the business because it is “the right
thing to do,” and because they feel personally and ethically responsible to preserve the
environment to the best of their abilities. Similarly, all of the participants revealed that,
with practicing green initiatives, comes a sense of pride in the work that they are doing
and the contributions they are making to the industry.

38

Table 9
Participants and Organizational Sustainability Practices, by Responses,
Frequency, and Percentage
Participants
Organizational
Practices

1

2

3

4

5

6

7

f (%)

Personal ethics

Y

Y

Y

Y

Y

Y

Y

7 (100)

Marketing tool

Y

Y

Y

Y

Y

Y

Y

7 (100)

Clientele selects venue

Y

Y

Y

Y

N

N

Y

5 (71)

City’s reputation

N

Y

Y

Y

N

N

N

3 (43)

Passion equates to business

N

Y

Y

Y

N

N

Y

4 (57)

Industry’s future

N

Y

Y

Y

N

N

Y

4 (57)

Branding tool

N

Y

Y

Y

Y

Y

Y

6 (86)

Preserving surrounding envi.

N

N

Y

Y

N

N

Y

3 (43)

Community education

N

Y

Y

Y

N

N

N

3 (43)

Sense of pride

Y

Y

Y

Y

Y

Y

Y

7 (100)

Competition with others

Y

Y

Y

Y

Y

Y

Y

7 (100)

Clientele preferences

Y

Y

N

Y

Y

Y

Y

6 (86)

Awards & certifications

Y

Y

Y

Y

Y

Y

Y

7 (100)

Economic savings

N

Y

Y

Y

Y

Y

Y

6 (86)

f= 7

13

13

14

8

8

12

% = 59

93

93

100

57

57

86

Note: Y = Yes, N = No

Apart from these reasons, the participants stated that sustainability is an important
marketing tool that also allows them to stand out among competitors in the industry and
earn awards and certifications; the participants ultimately noted that they were most
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concerned with the economic success of their properties. Despite the participants’
emphasis on the importance of these factors to their properties, there proved to be little
concern for the actual preservation of the environment or the education of the public and
surrounding community. Overall, Participants 2, 3, 4, and 7 emphasized the importance
of numerous categories to the success of their properties, while Participants 1, 5, and 6
were mostly concerned with the economic and image of their associated properties.

Interview Question 7
The second question within this topic area focused on the benefits of practicing
environmental sustainability, particularly the social, economic, and image/media benefits.
Despite previous research findings in this area, many of the participants noted that
economic savings were a significant benefit to practicing sustainability within the
business. Similarly to the previous question’s discussion of the importance of
sustainability to each participant’s property, all of the participants felt that the marketing
and industry recognition benefits greatly motivated their properties’ investment in going
green. In addition to these stated benefits, the participants noted several, interesting and
unique benefits to going green. Table 10 reflects these stated benefits.

40

Table 10
Participants and Social, Economic and Media Benefits, by Responses, Frequency,
and Percentage
Participants
Benefits

1

2

3

4

5

6

7

f (%)

Social
Sense of pride and accomp.

Y

Y

Y

Y

Y

Y

Y

7 (100)

Doing your part

Y

Y

Y

N/A N/A N/A N/A 3 (100)

Community ed. and improve

N

Y

Y

Y

N

N

Y

4 (57)

Preserving the environment

Y

Y

Y

Y

N

N

N

4 (57)

Fitting in

Y

N

N

N

Y

Y

Y

4 (57)

Economic
Product purchase savings

N

N

Y

Y

Y

Y

Y

6 (86)

Return on cap. expenditures

N

Y

Y

Y

N

N

Y

4 (57)

Energy & water expen. sav.

Y

Y

Y

Y

Y

Y

Y

7 (100)

Image/Media/Industry
Marketing tool

Y

Y

Y

Y

Y

Y

Y

7 (100)

Branding tool

Y

N

N

N

N

Y

Y

3 (43)

Nearby venues

N

Y

Y

Y

Y

Y

Y

6 (86)

Clientele preferences

Y

Y

Y

Y

Y

Y

Y

7 (100)

Awards & certifications

Y

Y

Y

Y

Y

Y

Y

7 (100)

Industry recognition

Y

Y

Y

Y

Y

Y

Y

7 (100)

“The Green Trend”

Y

N

N

N

Y

Y

Y

4 (57)

f = 11

12

12

11

10

11

13

% = 73

80

73

73

67

73

87

Note: Y = Yes, N = No, N/A = Not Applicable. N/A data not part of the calculations.
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As noted in Table 10, each participant offered a unique perspective of the social,
economic, and image/media benefits. Unlike many of the participants’ responses to
previous questions, all of the participants expressed similar types of benefits of practicing
environmental sustainability and felt the strongest about similar benefits. The participants
noted that the social benefits of going green are being able to do one’s part in the green
movement and the feeling of pride and accomplishment that result from green initiatives.
The energy and water expense savings of practicing sustainability was expressed as the
greatest economic benefit by all seven participants. Lastly, utilizing the practice of
sustainability as a marketing tool, to meet the growing needs of environmentally
conscious clientele, and to receive awards and industry recognition were stated as the
most significant image/media/industry benefits. The categories that the participants felt
were the least beneficial were community educational improvement, preserving the
environment, fitting in, receiving a return on capital expenditures, utilizing green
initiatives as a branding tool, and being a part of the media attention of “The Green
Trend.” Overall, all seven participants reflected similar opinions of the benefits of
practicing environmental sustainability.

Interview Question 8
Due to the prevalence of research evidence suggesting environmental
sustainability to be cost-inefficient in the hospitality industry, the purpose of this question
was to discover the specific categories and reasons what costs the participants’ associated
properties felt that implementing sustainability practices into the core goals and
operations of the company were. The participants’ responses primarily focused on two
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costs: losing the luxury image of the hospitality industry and the increased expenses
involved with offering green products and services to clientele. Table 11 represents the
specific costs expressed by the participants:

Table 11
Participants and Social, Economic, and Media Costs, by Responses, Frequency,
and Percentage
Participants
Costs

1

2

3

4

5

6

7

f (%)

Not upholding luxury feel

N

N

Y

Y

Y

Y

Y

5 (71)

Being like the others

N

N

Y

Y

N

N

Y

3 (43)

Narrowed options clientele

N

Y

Y

Y

Y

Y

Y

6 (86)

Expensive products

Y

Y

Y

Y

Y

Y

Y

7 (100)

More employee expenses

Y

Y

Y

Y

Y

Y

Y

7 (100)

Initial invest. expensive

Y

Y

Y

Y

Y

Y

Y

7 (100)

“The Green Trend”

Y

N

N

N

Y

Y

Y

4 (57)

Appearing cheap to clientele

Y

N

Y

Y

Y

Y

Y

6 (86)

Negative publicity

N

N

Y

Y

Y

Y

Y

5 (71)

Pressure to main. standards

N

Y

Y

Y

Y

Y

Y

6 (86)

f= 5

5

9

9

9

9

10

% = 50

50

90

90

90

90

100

Social

Economic

Image/Media/Industry

Note: Y = Yes, N = No.
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As Table 11 illustrates, the area that the participants stated as being the most costinefficient was economic. All seven participants expressed that from an economic
standpoint, it is extremely difficult to provide clientele with environmentally friendly
products and services, as well as the additional employee expenses involved.
Interestingly, all of the participants expressed the greatest concern for the initial
investment in sustainable appliances and operations systems because this practice is still
relatively new to the hospitality industry; in other words, the top executives at each of the
properties have not be educated of the return on investments and overall cost savings of
investing in such appliances and operations systems. From a social perspective, the
participants stated that with the implementation of sustainable products and services
inevitably comes a decrease in clientele’s options; the participants expressed a concern
that limiting the types of products and services would cause the property’s frequent
clientele to be unhappy with the properties’ offerings. The factors that were seen as the
most potentially harmful to the properties’ image/media/industry attention were
appearing cheap to clientele and the pressure to maintain green standards. The
participants noted that while many of the products and services that are offered in the
hospitality industry are wasteful, they are expected by clientele; with a change to less
wasteful and luxurious products and services, the clientele may feel that the experience is
negatively altered or diminished. The pressure to maintain green standards was noted as a
major factor in participants’ hesitation in implementing green practices because once the
implementation process has begun, the properties must always seek to maintain or
improve their sustainable operations. Ultimately, despite the numerous expressed benefits
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of practicing environmental sustainability, all of the participants expressed great concern
for the costs associated with going green.

Interview Question 9
The purpose of this question was to discover whether the daily sustainable
practices paralleled the company’s developed environmental goals. According to the
research findings of Bader (2005) and Butler (2008), the top hotel chains have adopted
the greatest number of environmental sustainability practices because they have the
greatest access to the economic means and resources to provide clientele with sustainable
products and services. This research influenced the researcher’s interest in discovering
the stated versus actual practices of environmental sustainability. Table 12 reflects the
responses to this question.

Table 12
Participants and Sustainability Goals, by Daily Practices, Responses,
Frequency, and Percentage
Participants
Sustainability Goals

1

2

3

4

5

6

7

f (%)

Meeting daily practices

N

Y

Y

Y

Y

Y

Y

6 (86)

Note: Y = Yes, N = No.

According to Table 12, all of participants felt that they not only meet their stated
versus actual environmental goals, but they actually exceed their stated goals. The
participants associated with chain-operated hotels mentioned that it is crucial to always

45

have the company’s goals and brand in mind when executing the properties’ daily
operations; therefore, they expressed that they seek to exceed their goals on a daily basis,
and that sustainability is one of those goals. However, Participant 1, who is affiliated with
a smaller meetings/events venue, felt that the property did not have well-established goals
in general, therefore making it difficult to measure the property’s ability to meet and/or
exceed its stated goals.

Interview Question 10
The hospitality industry’s primary purpose is to provide customer service.
Therefore, this question focused on discovering whether clientele at each of the
participants’ associated properties motivated both their personal and property’s
commitment to environmental sustainability practices. Table 13 reflects the participant
responses to whether clientele motivates the practice of environmental sustainability:

Table 13
Participants and Motivated by Clientele to be Environmentally Sustainable, by
Responses, Frequency, and Percentage
Participants

Motivated by Clientele to be
Environmentally Sustainable

1

2

3

4

5

6

7

f (%)

Y

N

N

Y

N

Y

N

3 (43)

Note: Y = Yes, N = No.

As seen in Table 13, clientele does not often motivate the participants or their
associated properties to implement and execute green practices. The participants noted
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that while clients are beginning to request green options in their hotel stay or at their
event, it has yet to become a standard procedure. However, Participants 2, 3, and 4 stated
that the practice of sustainability within the industry is becoming the standard and
therefore, there is no question whether it should be a part a property’s goals and
operations. Participants 3 and 4 similarly expressed that it is their job to offer the best
services possible to clientele, and this means sustainable services. Ultimately, all of the
participants expressed that their motivation to practice sustainability is to protect and
preserve the environment, and if they succeed in this, their clientele will not only notice,
but be similarly inspired to carry out the process in their daily lives.

Interview Question 11
According to the research conducted by Kang, Stein, Heo, and Lee (2012) and
Park and Boo (2010), with the purpose of the hospitality industry being to provide
services to clientele, it is vital to understand the level of awareness and knowledge that
clientele possess of the variety of sustainable options available to them. Therefore, the
purpose of this question was discover whether the participants felt that their clientele
were aware or educated in the different areas of sustainability in the industry. According
to many of the participants, the education and awareness of the properties’ clientele stems
from their personal interest and commitment to environmental sustainability. Participants
1 and 2 noted that ignorance is the number one reason why clientele do not request green
products and services at the selected properties. Similarly, Participants 4, 6, and 7 stated
that participants are generally unaware of the options available, but if/when presented
with green options, are often interested to learn more or utilize the green products and/or
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services. On the contrary, Participant 5 expressed that if sustainability is not important to
a client, then it does not matter what the property attempts to do to educate them; they
will never be motivated to learn about sustainability and “the customer is always right”
will remain the overall operating policy of the property. Participant 3, who is associated
with a luxury property, felt that the key to educating clients and being successful in
influencing a change in their opinion is to create a wow factor; Participant 3 revealed that
the hospitality industry’s purpose is to foster an environment for memories and stories to
be created, therefore, environmental sustainability education is about presenting the
information in way that appeals to clientele, because “you have to get them to buy into it
and truly feel its potential to change their lives and the surrounding environment.”
Despite the various opinions of whether clientele are aware or educated about
environmental sustainability, all of the participants expressed the need for fresh, unique
educational ideas to inspire and influence future clientele to become more sustainable.

Summary
The interview process conducted with seven participants representing Orange
County hospitality properties resulted in an in-depth, insightful education of each
property’s sustainability practices, and the participants’ motivations, perceptions, and
attitudes toward sustainability. Each participant offered valuable insight into the green
initiatives of luxury hospitality properties and meeting/event venues, and demonstrated
some level of commitment to environmental sustainability. The participants that represent
the most dedicated properties are Participants 2, 3, and 4, while Participants 1, 5, 6, and 7
practice adequate sustainability efforts. Overall, the interview process revealed that
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environmental sustainability is not only important to the hospitality industry and its
leaders, but it is growing to become the standard.
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Chapter 4
DISCUSSION AND CONCLUSIONS
With the growth of the hospitality industry and the current state of the
environment, implementing environmental sustainability practices within the hospitality
industry is important to the preservation of the environment and the success of the
industry’s future. Becoming knowledgeable of the ways in which environmental
sustainability can benefit the hospitality industry is important for the industry’s leaders
and clientele. This study seeks to inform the hospitality industry in Orange County of the
current sustainability practices of the premier hotels and venues in order for other
industry leaders to become educated on how they too can establish green initiatives at
their associated properties. This concluding chapter will include the following: a
summary of the study, a discussion of the findings, limitations, conclusions based on
research questions, and implications of the findings, and recommendations for future
research.

Summary
The purpose of this study was to assess the environmental sustainability practices
in the hotel and special event industries of Orange County. This study was created to
assess the current sustainability practices, knowledge, and motivations of the Orange
County hospitality industry’s leaders in order for other industry leaders to benefit from
the findings. Environmental sustainability within the hospitality industry has seen
significant growth within the last decade due to the increasing awareness of the current
state of the environment, the waste produced by the industry, and the need to provide the
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best products and services to the industry’s clientele by the industry’s properties and
leaders.
As the hospitality industry continues to grow, implementing green initiatives will
become the standard to which the industry’s leaders will have to strive for in order to
respond to the environmental movement and the demands of consumers. There are
numerous benefits to practicing environmental sustainability, such as in marketing and
public relations, decreasing waste generation, conserving natural resources, educating
clientele, industry recognition, and decreasing product and operation expenses. However,
there remains a lack of motivation to fully implement sustainability practices due to a
lack of industry leaders’ education, clientele education and requests, and implementation
costs.
The data were collected from seven hotel and venue properties in Orange County.
Furthermore, the data were collected from event, catering, and meeting managers at the
seven properties. The instrument utilized to collect the data consisted of semi-structured
and some forced-choice interview questions. The two question topics were environmental
sustainability practices, and the motivations, attitudes, and perceptions of environmental
sustainability practices. In order to conduct the interview process, the subjects at each of
the seven properties were contacted and requested to volunteer their time, insights, and
knowledge of the environmental sustainability practice at their associated properties.
During the interview process, the data were collected utilizing detailed, written notes and
a digital voice recording device. The data were then analyzed by consistent themes.
Although the interview process yielded a variety of results, the most significant findings
are that environmental sustainability is quickly becoming the standard by which
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hospitality properties seek to meet, there are benefits to practicing sustainability, and the
several of the Orange County hotel and venue properties have a variety of sustainability
practices in place. Overall, environmental sustainability was noted as being extremely
important to the future success of the hospitality industry.

Discussion
Research Question #1. Results from this study revealed that practicing
environmental sustainability is not only practiced at several of the properties in Orange
County, but it is also an important aspect of the properties’ company goals, values, and
objectives. The seven participants interviewed in this study revealed that environmental
sustainability is a crucial aspect to their properties’ success, and that it is important to
preserve the natural beauty in which all of the properties are founded on. Furthermore,
the participants’ properties feel that environmental sustainability means understanding
and assessing the ways in which their properties are run, from the products purchased to
the disposal of waste; without an understanding of the true processes, it is difficult to
make educated decisions on which areas are crucial to implement green initiatives.
Lastly, environmental sustainability, as it pertains to the hospitality industry, means
striving to reduce, eliminate, and/or conserve the use of natural resources, water, and
energy, and being conscious of product purchasing and service providing.
Research Question #2. The findings also revealed that contrary to some previous
research and opinion, many of the industry’s leaders are both aware and committed to
implementing environmental sustainability in their personal lives. The most widely
practiced sustainability efforts that are practiced are recycling and using various reusable
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products, which reveals that industry leaders are attempting to make practicing
sustainability a daily habit, both at home and at the office. Although they have begun to
implement basic sustainable practices, Participants 2, 3 and 4 revealed a deeper
commitment to implementing sustainability by purchasing organic, sustainable food,
composting, and installing LED lights in their homes. In connection with these
participants’ personal sustainable choices, their associated properties proved to be the
most sustainable of the seven; this supports previous research stating that there is a
correlation between sustainable growth within a company and the top executives’
personal sustainability choices.
Research Question #3. The most important results from this study are the specific
sustainability practices of the seven properties in the areas of waste, conservation,
operations, servicing, and product purchasing. Due to the prevalence of the phrase,
“reduce, reuse, and recycle” over the past decade, the most consistent practice of
sustainability is in the area of waste management. All of the seven properties have a well
established and meticulously regulated recycling program, from plastic to aluminum
waste. While all of the properties practice recycling, Participants 2 and 3 were the only
participants to note their properties’ implementation of a composting system. The results
also reveal that the properties, and large hotel chains as a whole, are committed to
purchasing sustainable products, such as biodegradable paper products and low-chemical
cleaning products. This finding supports the research conducted by Bader (2005) that
states that chain-affiliated hotels are the greatest adopters of sustainable practices, and are
committed to purchasing safer cleaning products, conserving paper, and buying in bulk.
Five of the seven participants’ properties are chain-affiliated hotels, which proves that
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there is consistency in the establishment and maintenance of environmental sustainability
in the hotel sector of the industry. Although research similarly demonstrates that chainaffiliated hotels are often rewarded with certifications in sustainability leadership, such as
Green Seal and Energy Star, the properties that noted their annual recognition for such
certifications proved to be among the least sustainable of the seven properties. This is
indicative of “The Green Trend,” in which industry properties claim to be sustainable for
solely image and branding purposes. The properties with the most significant energy and
water conservation establishments of sustainability, ironically, noted that being “seen as
green” was not a perceived or acted upon benefit to their properties.
In addition to the sustainable operations findings of the properties, the data also
reveals a unanimous understanding of the importance and commitment to sustainable
product purchasing. All of the properties noted the importance of seeking sustainable
food sources and purchasing recycled and/or biodegradable products. Participants 2, 3,
and 4 revealed a commitment to understanding the food source and grower, having
knowledge of ethical food sourcing, and making a promise to only offer clientele with the
freshest ingredients. This finding provides further evidence that the industry is beginning
to understand that being environmentally friendly encompasses more than just waste and
conservation; as Bader (2005) discovered, being environmentally friendly means making
educated, ethical choices in the process of purchasing products.
Research Question #4. Clientele are the backbone of the hospitality industry,
therefore, it is crucial to for the industry’s leaders to establish clientele education policies
in order for environmental sustainability to permeate all areas of the industry. The results
from this study reveal that sustainability education is important to all seven of the
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participants’ properties. In particular, all of the participants stressed the importance of
incorporating sustainable options in the initial contact with clientele, providing
information packets on property and online, and developing an on-site education program
for clientele to interact in. Despite these practices, the participants revealed that little
progress has been made toward installing recycling waste bins in lobby areas or guest
rooms, and fully implementing a linen and towel reuse system. This lack of progress
coincides with research that indicates clientele have difficulty in giving up certain luxury
products and services for the sake of the environment; the industry’s label of luxury
greatly inhibits its ability to alter the desires and expectations of clientele.
Similarly to the education of clientele, the data reveals the practice and
importance of educating employees of the environmental sustainability practices
available to them. The employees at the participants’ properties are educated through the
encouragement to reduce paper waste and printing, utilize electronic communication, and
use reusable drinking mugs in the office. Despite these efforts, Participants 2, 3, and 4
stressed that employees need more to be motivated to go green; they need to see how it
benefits them personally and what their practices benefit in order for them to fully
commit to and develop a passion for sustainability. Making sustainability fun, instead of
making it a chore or a quota that must be met, is the key to operating a completely
sustainable property, according to Participants 2 and 3. These participants also noted that
if the employees are excited about the sustainable opportunities available at their
property, they will likely in turn have an effect on the clientele’s service and product
requests.
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Research Question #5. Evidence from this study also suggests that environmental
sustainability is extremely valued in the core goals and business ventures of the seven
properties. Each of the seven participants noted that their associated properties feel a
sense of pride in preserving the natural environment of the properties’ locations, while
simultaneously providing their clientele with the best services and products possible.
Similarly, the properties associate the practice of environmental sustainability with
numerous resulting benefits. The benefits of implementing green practices include a
sense of purpose and pride, financial savings, energy and water savings, awards and
certifications, clientele loyalty, and a positive industry reputation and image. This
evidence supports the research conducted by Bader (2005), stating that environmental
sustainability allows for a hospitality property to appear attractive to clientele, be more
cost-effective, create long-term economic savings on capital investments, create positive
marketing and public relations, and ultimately, increasing the demand for the property’s
products and services.
Despite the positive benefits associated with practicing environmental
sustainability, the participants also revealed that their associated properties are aware of
the price tag that inevitably comes with changing the company operations and product
purchases to be more sustainable. Among the variety of costs, the most often stressed
were appearing less luxurious to guests, narrowing the options for clientele, and the
increased expenses to purchase sustainable products and offer more sustainable services.
This evidence supports numerous research findings that the primary reason for
environmental sustainability’s slow growth and adoption in the industry is due to the
perceived economic burdens. However, research also indicates that consumers are
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becoming more aware of the sustainable options available to them, and they are no longer
passive consumers of wasteful, luxurious products and services provided by properties in
the industry. Rather, evidence indicates that consumers of hospitality services that are
environmentally conscious are willing to pay more for a property’s sustainable practices;
they are willing to pay more in order to receive the positive benefits associated with
contributing to social and environmental changes (Kang, Stein, Heo, & Lee, 2012).
However, as Participants 3 and 4 noted, there is a delicate balance between being
sustainable and providing products and services to clientele that appear cheap;
sustainability can often result in a lack of ambience and exclusiveness, therefore, as the
participants noted, and research also suggests, it is important to motivate and educate
clientele of their responsibility to the environment. As Park and Boo (2010) noted,
“higher levels of environmental responsibility can outweigh the barriers to perform”.
As mentioned previously, research illustrates that chain-affiliated hotel properties
and venues are highly motivated to become leaders in environmental sustainability. This
research is further supported with the results from this study that indicate a unanimous
agreement that the seven properties meet and exceed their stated environmental goals on
a daily basis. Participants 2, 3, and 4, in particular, expressed the greatest commitment to
striving to not only meet their environmental goals, but to always seek the newest, most
creative ways to decrease their negative environmental impact.
Due to the hospitality industry’s reliance on consumers, the resulting data from
this study pertaining to the perceived education and awareness of sustainability of
clientele, as well as the participants’ reliance on clientele to motivate environmental
commitment, is crucial to understanding sustainability’s impact in the industry’s future.
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The results from this study indicate that the participants are not motivated to
implementing green initiatives solely due to the requests of their clientele. Rather, the
participants noted that their associated properties feel that environmental sustainability is
becoming the standard practice; they feel that it is their responsibility to contribute
positively to the environment and the industry’s future success, and that ultimately,
clientele will inevitably respond to the changes. When the clientele respond to the
responsibility of the industry to the environment, they too will contribute toward
environmentally sustainable growth (Park & Boo, 2010). Furthermore, the evidence from
this study supports a perceived lack of education and awareness of clientele’s sustainable
options. As Participant 3 uniquely stated, the hospitality industry exists to create
memories and exciting experiences for consumers, and therefore, environmental
sustainability education and commitment must preserve “the story” of one’s luxurious
getaway. Sharing the story of the farmer that supplied the fresh goat cheese on a
beautifully crafted salad in front of a client preserves this image of the hospitality
industry.
Limitations. This study was impacted by several limitations. The most crucial
limitation was the sample size of only seven properties. With the limited number of seven
properties, numerous hospitality industry properties in Orange County were not included,
and therefore, the evidence from this study does not accurately reflect the most
knowledgeable individuals or most current information on the sustainability practices of
the industry. Similarly, the age difference among the seven participants interviewed
created a large gap in awareness, knowledge, commitment, and care for the
environmental sustainability practices of the properties. In addition, due to convenience
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sampling, the evidence does not accurately represent multiple sectors of the industry,
most particularly, meetings and events. Only two of the seven properties in this study
were representative of the event sector. Lastly, the results from this study do not
necessarily reflect the best representatives of sustainability associated with the seven
properties. If the study were to be replicated in the future, interviewing a panel of
different representatives at each property, such as an event manager, chef, engineer, and
operations manager, would be most beneficial to the study’s results. Ultimately, this
study, although impacted by limitations, was successful in yielding informative,
interesting data that is representative of the hospitality industry of Orange County.
Implications. There are several implications from this study. The results imply
that environmental sustainability practices are not only established, but rapidly growing
in the hospitality industry of Orange County. Furthermore, this study reveals that industry
professionals are increasing their education, awareness, and commitment to
implementing green initiatives both in their personal lives and in their business practices.
It is critical for industry professionals in Orange County and throughout the world to
utilize this information in understanding the current demands and desires of the industry’s
consumers, the newest, most creative ways to increase the sustainability practices at
hospitality properties, and to understand the benefits and costs associated with the
investment and commitment to sustainability. The contributions to the hospitality
industry from this study are incredibly important and will provide vital information
towards making conclusions and anticipating the future growth of environmental
sustainability in the industry.
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Conclusions
Based on the findings of this study, the following conclusions are drawn:
Research Question #1. The selected Orange County hotels are utilizing a variety
of sustainability practices in their hotel operations, services, products, and events.
Research Question #2. The selected Orange County event venues are utilizing
sustainability practices in the events and meetings they produce.
Research Question #3. Hoteliers of the selected Orange County properties are
motivated to be environmentally sustainable due to their sense of pride and
accomplishment with the implementation of sustainable practices, the economic savings,
a positive industry image, positive marketing and public relations feedback, their
responsibility to preserve the natural environment and conserve resources, and ultimately,
to provide clientele with the best products and services possible. Hoteliers feel that
environmental sustainability is becoming the standard by which the industry must be held
and commit to on a daily basis.
Research Question #4. Event and meeting planners of the selected Orange County
properties are motivated to be environmentally sustainable due to their sense of pride and
accomplishment with the implementation of sustainable practices, economic savings, a
positive industry image, positive marketing and public relations feedback, their
responsibility to preserve the natural environment and conserve resources, and ultimately,
to provide clientele with the best products and services possible. Event and meeting
planners feel that environmental sustainability is becoming the standard by which
clientele will hold them to, and the events they seek to create by. As clientele continue to
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become more educated of their sustainable options, the demand for sustainable event
décor, products, and services will evolve.
Research Question #5. Due to the increasing environmental awareness of several
industries, corporate clientele most often request environmentally friendly products and
services when planning and executing meetings and events. Their focus on responsibility,
company image and reputation, and an increase in the demand to maintain certain
corporate responsibility standards (CRS), has resulted in corporate clients consistent
request for environmentally sustainable practices more than any other type of client.

Recommendations
Based on the conclusions of this study, the following recommendations are made:
Further Research. Study, analyze, and improve the areas in which there are gaps
in sustainability practices in order to gain a competitive edge over other industry
properties.
Education. Educate employees and clientele of sustainability by implementing
education programs, installing recycling bins in guest rooms, event spaces and lobby
areas, and creating incentive programs.
Cost Analysis. Create cost analyses of sustainable capital expenditures in the
areas of water, energy, kitchen, and computer technologies and appliances.
Evaluation. Continuously evaluate and research ethical, sustainable food, and
product sources.

61

Marketing. Do not focus on utilizing sustainability as a marketing or branding
tool, but rather promote the positively impact the surrounding community, fellow
industry properties and leaders, consumers, and ultimately, the environment.
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Interview Script
The instrument used for this study was a personal interview method.
Environmental Sustainability Practice Questions:
1. In your opinion, what is environmental sustainability in the hospitality/events
industry?
2. Do you practice environmental sustainability?
3. What are the specific procedures that you practice in the areas of waste
management, resource conservation, product purchasing, and service providing?
a. How do you manage food and beverage waste?
i. How do you manage disposable
silverware/dishware/napkins/cups?
b. How do you manage trash?
c. Do you have composting and/or recycling?
d. How do you dispose of paper waste from events and meetings?
e. How do you conserve energy and water?
i. Do you have Energy Star appliances?
ii. Do you have low- flow toilets, showers, sinks, etc.?
iii. What kind of lighting do you use?
iv. Do you have solar panels?
f. How do you conserve event and meeting paper products?
g. Where is your food sourced from?
i. Is it organic?
ii. Is it locally grown (within 100 miles in either direction)?
iii. Do you partner with other vendors that practice environmental
sustainability?
h. Do you provide transportation to/from events held onsite?
i. If so, what kinds of vehicles do you provide?
ii. Are they fueled by natural gas and/or are they electric?
i. Do you provide linens, dishware, glassware, and silverware for
events/meetings?
i. What are your requirements for disposable products?
ii. How do you clean these items?
4. How do you educate and inform your guests/clients of your environmental
sustainability practices?
5. How do you educate your employees of environmental sustainability?
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“Thank you for asking answering these questions. I would now like to discuss the
motivations, attitudes, and perceptions that you have regarding environmental
sustainability in your industry.”
Motivations, Attitudes, & Perceptions Questions:
1. Why is environmental sustainability important to you?
2. Why is environmental sustainability important to your business?
3. What are the benefits of practicing environmental sustainability?
a. Socially
b. Economically
c. Image/Media/Industry
4. What are the costs of practicing environmental sustainability?
a. Economically
b. Socially
c. Image/Media/Industry
5. Do your actual environmental sustainability practices meet your goal/ideal
practices/policies?
6. Do your customers/clients motivate you to be environmentally sustainable?
a. Do you perceive your customers/clients to be aware and/or educated about
environmental sustainability?
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Informed Consent Letter
INFORMED CONSENT TO PARTICIPATE IN A RESEARCH PROJECT ABOUT
SUSTAINABILITY PRACTICES WITHIN THE HOSPITALITY AND EVENTS
INDUSTRIES.
A senior project on sustainability practices within the hospitality and events
industries is being conducted by Lauren Doherty in the Department of Recreation, Parks,
and Tourism Administration at Cal Poly, San Luis Obispo, under the direct supervision of
Dr. Kirk Sturm. The purpose of the study is to learn more about current sustainability
practices within the hospitality and events industries.
You are being asked to take part in this study by participating in an interview.
Your participation will take approximately 45 minutes. Please be aware that you are not
required to participate in this research and you may discontinue your participation at any
time without penalty. You may also decline to answer interview questions that you would
prefer not to answer.
There are no risks anticipated with participation in this study. Your responses will
be provided confidentially to protect your privacy. Your name will not be used in any
reports of this research without your permission. Potential benefits associated with the
study include a greater understanding of current sustainability trends within tourism
industries, This may be used to inform educators of current trends, and assist practitioners
to understand best sustainability practices.
If you have questions regarding this study or would like to be informed of the
results when the study is completed, please feel free to contact Lauren Doherty at
ldoherty@calpoly.edu or Dr. Kirk Sturm at ksturm@calpoly.edu. If you have concerns
regarding the manner in which the study is conducted, you may contact Dr. Steve Davis,
Chair of the Cal Poly Human Subjects Committee, at (805) 756-2754,
sdavis@calpoly.edu, or Dr. Dean Wendt, Interim Dean of Research, at (805) 756-1508,
dwendt@calpoly.edu.
If you agree to voluntarily participate in this senior project as described, please
indicate your agreement by signing below and participating in the interview. Please retain
a copy of this consent form for your reference, and thank you for your participation in
this research.
____________________________________________
Signature of Volunteer

_______________________
Date

____________________________________________
Signature of Researcher

_______________________
Date
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